This paper advances the debate concerning the future of market research by presenting nine new rules to guide thought and action in a period of transition. These become the market researcher's manifesto for change. First, they describe the new marketplace emerging as we shift from a production-driven to a consumption-led economy. In response, marketers have shifted their focus of activity from completing transactions to building relationships. This context then provides the background for discussion about the role of the market researcher.
Introduction
In a marketplace that is characterised by continual change and uncertainty, research managers are challenged with generating relevant insights that will enable organisations to better connect with customers. This is not, however, a straightforward task as, almost imperceptibly, the economic plates are shifting, and out of this seismic change a market is emerging where the nature of the exchange is different. This demands a more mindful approach.
Rule No. 1 The rules themselves have changed
The landscape in which marketing operates is changing irrevocably. The traditional tools and techniques that have worked successfully for years are seen as increasingly less effective as marketers grapple with the enigma that is the new consumer. The new consumer alternates between cybershopper and traditional buyer; we can describe him/her as the IT-enabled, postmodern consumer, as someone who is increasingly marketing-literate and concerned about how marketers might use his/her personal data. While new technologies and channels have transformed many of the things consumers do, they have left other things untouched. Consumers pick and choose the best of both worlds, on-and offline, according to personal preference, mood, mode and occasion. Wind et al. (2002) describe this new consumer as a 'centaur'.
However, IT enablement is not the only characteristic of changing consumer behaviour. A number of commentators adopt a postmodernist interpretation of events and in doing so reflect on deeper transformations in buying behaviour. These reflections embrace three underlying characteristics: highly fragmented lifestyles, the desire for a brand experience (over simple features and benefits) and high levels of marketing literacy.
The repercussions of these broad changes in consumption and consumer society are becoming apparent at a faster rate than ever before and permeate most aspects of political, economic, social and cultural life across the globe today. They are the result of a shift in the macro-marketing environment from a production-driven to a consumption-led economy (Venkatesh 1999) . Obviously, consumption cannot take place without production, but what has changed is the nature of the exchange. Over the same period, the organisational response has been to shift the emphasis of marketing practice from the transactional to the relational. This can be illustrated by comparing the emphasis on process within a mass-marketing-based enterprise with that of an organisation which pursues a relationship marketing strategy (see Table 1 ).
This illustrative table summarises the key elements of a relationshipmarketing strategy. It can be seen that a mass-marketing approach is driven by the process of acquiring customers -any customers -with the minimum investment in service levels. The offer is undifferentiated and there is little effort made to measure marketing ROI or to manage customer data. The attitude is perhaps best summed up in the now almost pejorative use of the term 'punters' to describe customers in a British pub, for example. Today, those same pub customers are more likely to be referred to as 'guests', in keeping with an espoused strategy of building long-term, mutually trusting and profitable relationships. Offers are relatively customised, service levels are high and contact with customers is frequent, planned and recorded. Customer data are highly managed (increasingly facilitated by CRM technologies) and marketing ROI measured. A key question is whether the pursuit of relationship marketing, perhaps through CRM initiatives, demands any changes in how market research is undertaken or delivered. This may involve revisiting what we mean by the term 'market research'. In terms of ESOMAR membership, or of similar national bodies, 'market research' tends primarily to equate to the definition of Confidential Survey Research underpinning the ICC/ ESOMAR Code of Conduct. But clients of the industry today would probably dispute such a narrow definition, or more likely not be particularly satisfied with the constraints on data collection it can impose (these are discussed later in this paper). Increasingly, management does not want compartmentalised advice; it wants a holistic picture that integrates information from multiple sources to create an effective stream of actionorientated 'knowledge'. Further, they want the data in a form that enables them to take direct action. The ultimate goal could be defined as the 'listening organisation', where the corporate culture is built around taking every opportunity to listen to and involve the customer. This is achieved via all contact channels and mechanisms, where formal market research methods, while a vital tool in the process, take their place alongside other less formalised approaches, such as customer service calls, and where teams such as new product development (NPD) invite the customer into product development discussions. Examples are Intuit in the USA and the restructuring of market research activities within the Ford Motor Company as described at the 2001 ESOMAR Congress in Rome (Redmond et al. 2001) .
Rule No. 2 Insight drives the marketing process
Organisational understanding of what drives profitability has shifted, with the focus now on customers and not on the products that are manufactured and sold. This customer-centric response means that customer understanding becomes the main driver of the marketing process (see Figure 1 ). This effectively positions marketing as a process of demand chain management, rather than supply chain management, where the customer becomes the point of departure for the organisation, not its final destination. Organisations seek to turn their vision from looking down the supply chain to looking up the demand chain. Sainsbury's is a case in point here.
Sainsbury's
Sainsbury's is developing a number of brands where the focus is on building the brand around the attributes of customers rather than products. Brands like 'Taste the Difference' and 'Freefrom' focus on what a particular group of customers finds important (expressed as dietary needs or preferences) and Sainsbury's has developed a range of products,
The market researcher's manifesto spanning many categories, based on these customer attributes. These brands deliver real competitive advantage as they are brand propositions that lie beyond any single manufacturer's reach. The research techniques used to improve the marketing of the Freefrom range included small-scale ethnographic research which enabled Sainsbury's to get at customers' unarticulated needs and desires. For example, the way in which one respondent kept all the 'safe' products together in the bottom of her fridge led the research team to develop the idea of advising Sainsbury's to stock the Freefrom range all together on a section of shelving in-store, effectively replicating the customer's 'safe store' in the home.
Some other brands work even more closely with their customers, enabling them to control the product offering more directly and more forcefully than ever before. The web can easily support built-to-order manufacturing, where customers specify the colour, size or configuration of a product they want, and it is built or assembled to match -as long as the manufacturing operation can support it. Clothes and computers have been among the early adopters of build to order, as the example of Levi's illustrates.
Levi's
Levi's has developed a 'Personal Pair' customised tailoring service for its famous blue jeans. Software is used to design tapered-leg jeans to an individual customer's body measurements, input by a trained assistant. Details are sent by modem from the store to the factory where the customer's order is made up and the product is coded to allow easy reordering of an identical fit. Levi's have subsequently placed touch-screen computers in stores to allow customers to design their own jeans.
Key learning point
The key to a successful marketing strategy becomes the value of the insight generated into customers' needs and wants. Market researchers must reclaim this high ground.
Rule No. 3 The customer-brand relationship is the key focus
It is not surprising that this changing marketing landscape has brought forth new thinking about brands and their meaning for customers. Brands emerged as a simple means of identifying the manufacturer of a product: in 1266 in England, bakers were required by law to put their mark on every loaf of bread sold 'to the end that if any bread be faultie in weight, it may bee then knowne in whom the fault is.' Naturally as time passed, the concept became more complex and the notion of a brand as a kind of extended product -usually depicted as some sort of 'fried egg', with a functional core surrounded by layers of less tangible elements such as reputation, pack design, advertising, guarantees, etc. -dominated much of twentieth-century brand thinking. This is, however, a somewhat passive view of brands, based on an underlying notion of a mechanistic metaphor which was in keeping with the prevailing reductionist approach of the times; we can look back on the 1950s and 1960s as a time when brands were seen as 'lifeless, manipulable artefacts' (Hanby 1999 ). Hanby's (1999) analysis describes the move to an organic metaphor where brands are thought of today as 'living entities', taking on a life of their own inside consumers' heads (Cooper 1979) . With the shift to a relationship-marketing perspective, the emphasis in branding is now centred on the nature of the links between the customer and the brand. It is the implicative relations between both players that have become the object of research, rather than the nature of the players themselves. This shift in emphasis can be traced through the work of the following scholars and commentators:
What turns a product into a brand is that the physical product is combined with something else -symbols, images, feelings -to produce an idea which is more than the sum of the parts. The two -product and symbolism -live and grow with and on one another in a partnership of mutual exchange. (Lannon & Cooper 1983) [Consumers] try to evaluate the brand through a variety of perceptual evaluations, such as reliability, or whether it's the sort of brand they feel right with, or whether it's better than another brand, so that the brand becomes not the producer's, but the consumer's idea of the product. The result of good branding is a perception of a product, or service, interpreted and believed so clearly by the customer, that the brand adopts a personality.
(de Chernatony & McDonald 1992)
Relationships with mass brands can soothe the 'empty selves' left behind by society's abandonment of tradition and community and provide stable anchors in an otherwise changing world. The formation and maintenance of brand-product relationships serve many culturally supported roles within post-modern society. (Fournier 1996) The market researcher's manifesto Brands seem to have taken on a life of their own. They have become quite freestanding ideas that take hold and spread. So that Virgin can span many markets, and Viagra can become a potent icon, even in markets where it is not yet available. ... A brand is a popular idea or set of ideas that people live by. (Grant 1999) In short, a brand becomes a representation of an individual's collection of experiences, gathered at each of the 'touchpoints' at which the customer is wittingly or unwittingly engaged by the organisation. Brands therefore become living things co-created by customers and organisations. Those organisations that demonstrate this understanding provide themselves with the prospect of sustainable competitive advantage.
Key learning point
Market researchers need to have a contemporary understanding of the brand concept and must seek to ensure it is presented consistently across all channels from the customer's point of view.
Rule No. 4 The cultural context comes to the fore
This changing view of the customer-brand relationship implies a different approach to the process of market research. It is an assumption of the mechanistic mode of marketing, characteristic of the production-driven era, that customers are relatively rational and motivated by largely functional needs. They are assumed to be able to articulate their preferences and data are generated accordingly. Research methods from this era often pre-judged issues, 'forcing' respondents to express views that best fitted the pattern of questioning rather than what they really believed or thought. More contemporary approaches are characterised by techniques in gathering customer data which are more in-depth and largely qualitative in nature, and which take account of the cultural and social context. Qualitative research is 'about sharing who we are as human beings, recognising our similarities and differences, and being aware at all times that our own map of the world is simply an interpretation' (Gordon 1999) .
Essentially, as brand thinking has shifted from taking an outside-in approach to the adoption of an inside-out perspective, from an objective to a subjective orientation, so too has the researcher's toolbox changed. Today, it contains not only the standard depth interviews, focus groups, projective and elicitation techniques but also the use of more in situ investigative methodologies such as discourse, semiotic and ethnographic analysis to gain an understanding of cultural meaning, as the following examples demonstrate.
• Castell and Parsons (2002) advocate the use of discourse analysis in order to gain a deep understanding of what consumers mean when they say something. This demands a detailed analysis of every utterance, including those that are traditionally discarded in the analytical process; for example, how respondents use discourse markers (the non-semantic, syntactically empty words -in English, for example, like, um, er, kind of, sort of, you know) as they are often carriers of cultural meaning.
• Brand ethnography has, according to Russo and Troiano (2000) , the 'irreplaceable virtue' of understanding consumers in their totality and the drivers that sustain their relationships with brands. The underlying philosophy is that the closer we can get to the consumer's habitat, the greater our chances of understanding their relationship with other people or with the things that surround them. The capacity to understand increases when consumers are immersed in their habitat.
• Evans' (2002) work describes the way in which Guinness has embraced semiotic analysis to provide a cost-effective solution that Guinness marketers anywhere in the world can use to understand competitive positionings. This is based on a belief that we are all shaped by our cultures and that goods are charged with cultural meaning. Consumers use this meaning to express cultural categories and principles, to construct notions of the self, to develop and sustain their lifestyles and to create and sustain social change (Valentine 2002) . The role of the researcher becomes one of decoding the symbols as a means of understanding the culture.
Key learning point
Market researchers need to get 'up close and personal' using the optimal mix of techniques, and then cascade these insights down through the company to create a learning organisation.
Rule No. 5 It's a multi-channel world
CRM is defined as 'the management process that uses individual customer data to enable a tailored and mutually trusting and valuable proposition. In all but the smallest of organisations, CRM is characterised by the ITenabled integration of customer data from multiple sources' (Clark et al. 2002) . When taken together with the shifting concept of brand explored in rule No. 4, this definition clarifies the role of CRM in positioning and brand building: CRM provides a means of coordinating the flow of messages carried through the touchpoints emanating from the organisation. All communication channels will be carried in one information cable, capturing and diagnosing customer data and needs. With some brand owners, CRM obviously has the potential to become the main conduit of brand activity. The communications process itself is also undergoing a shift, moving away from the stimulus-response model of the mechanistic age of marketing and typified by the work of theorists such as Schramm (1955) , to a process that has connectivity as its focus, exemplified by the work of Schultz, among others (Schultz & Lindberg-Repo 2002) . Ensuring that the customer who deals with a bank, for example, online, over the telephone and by going into a branch is handled as a known and recognised customer whose history is remembered, means the organisation must align its systems to deliver a single -or '360 degree' -view of that customer across all channels. Customers choose channels and the organisation needs to be where they want them to be. Poor, non-integrated customer experiences across multiple channels lead to lost revenue. This means using data more effectively in one of two ways: to support employees engaged in contact with customers -service, sales, marketing, fulfilment, etc. (this level is primarily composed of transaction-related data); or to create additional knowledge about customers using data gained from other sources (for example, lifestyle questionnaire data provide information to deduce 'share of wallet' and identify cross-and upsell opportunities; traditional market research provides the infill on profile, attitudes, behaviour, etc.).
As we point out in rule No. 6, the challenge in optimising multi-channel performance lies in data fusion, giving rise to ethical issues (discussed under rule No. 7) and bringing about the need for changes in the role of the researcher (explored in rules No. 8 and 9).
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Key learning point
To optimise multi-channel performance, the focus of market research must shift to ensuring that the customer experience is being managed satisfactorily both within and across channels.
Rule No. 6 The challenge lies in data fusion
Chadwick (2000) argues that the market research industry is still too dependent upon delivering information from a single source, collected for addressing one specific problem. In his view, quantitative data, unlike qualitative, usually fail to provide an understanding of the individuals concerned in their overall context. He advocates that the industry adopt techniques that 'reach outside the realms of primary research data', building a holistic picture of customers and then using data mining techniques as a 'core competency' to provide the comprehensive, multidimensional insight, and, at the same time, identify gaps in knowledge which could be filled through new research.
Chadwick's comments not only seem to echo those of Groman (1986) made some 14 years earlier about potential future opportunities for the researcher, they also underline the advances in analysis techniques which have taken place during this period 'over the neighbour's fence' in the database marketing industry. In recent years, agencies in the UK such as Dunn Humby (in association with BMRB International), TNS (in association with Claritas) and Strategic Research have developed products which provide clients with opportunities to enhance their customer databases with either data from research surveys, or by using techniques developed originally for research purposes. But progress has been slow, considering that the first significant leap forward in the application of external data for this purpose -geodemographics through the ACORN classification, based on Census data -was initially 'road-tested' by the market research industry in the late 1970s and shown to be extremely effective as a new segmentation tool (Baker et al. 1979 ). However, it was the emerging marketing analytics and customer database industry that held the licence for ACORN (CACI), and the range of similar products that followed (PIN, MOSAIC, etc.), fuelling the rapid growth of this sector during the next decade.
So, if in the 1970s traditional market research methodologies were the only real source of customer insight, by the 1990s marketers were becoming spoilt for choice as data flowed in ever greater quantities from scanners, loyalty schemes, customer databases, lifestyle questionnaires, monitoring customer service, etc. These are all potentially competing for investment resources with established market research. However, the research industry tended to continue to rely on the data sources generated within the industry, flirting, for example, with data fusion based on a TGI dataset, followed by a TGI/BARB fusion (Baker et al. 1989) . But, as Baker et al. commented in a later reprint of their original (1989) paper, 'since 1989 fusion has not made the impact in the UK one might have expected …published examples are few and far between' (Baker et al. 1997) .
Even where integrated marketing is identified as a force (Baker et al. 1989) , it is seen as being limited to market research databases rather than embracing the flows of personal data from other sources -once again possibly signalling a reluctance to edge away from traditional territory. And what might be the future for data fusion? While Jephcott and Beck (1998) see this as a core technique, which 'will be used on a routine basis for combining databases in the future' to improve marketing efficiency, it is a complex concept, difficult to explain to a senior marketing executive, and as the authors state: 'Unlike many other statistical techniques, data fusion methodologies generally do not contain much in the way of internal validity checks, creating the real possibility that decisions will be made using a fused database which does not represent validity.' In other words, a highly dangerous tool when in the wrong hands.
Key learning point
Market researchers need to go beyond sources purely based on traditional market research and build a better toolbox that embraces the flows available in today's multi-data world.
Rule No. 7 Privacy issues are paramount
The rising concern expressed by customers about the security and usage of the personal data held by commercial organisations, and other bodies, within all sectors of the economy makes privacy a major issue for marketers (Fletcher 2001) . Electronic commerce is fuelling these concerns -not just about the security of cyber-space and the servers linked to the internet, but also worries about the ethical stance of some companies using this channel. As Fletcher argues, all these concerns undermine the trust that customers have in the organisations they deal with. Data protection (DP) measures are increasingly enshrined within legislation, a prime example being the recently introduced EU Communications Data Protection Directive. However, while many key nations, such as the USA, have yet to enact any laws on data privacy, a set of five key principles is becoming internationally adopted either within the legislation or as best practice advice and guidance (see Table 2 ).
Any legislation in this field tends to have an impact well beyond the national borders of the country concerned for two reasons. First, the laws may affect data collection within that country by organisations located elsewhere; and second, they generally restrict the international transfer of data to countries that have adequate DP provisions in place. A further issue within Europe is that as the EU Directive was implemented through subsidiarity, national DP laws vary across the Union -there is no Europewide 'level playing field'.
As marketing is increasingly driven by personal data in the quest for the 'one-to-one' relationship, DP issues and legislation have introduced a major new regulatory force; for example, the EU Directive imposes additional requirements covering the processing of personal data for direct marketing purposes. However, in comparison with this harsher attitude towards direct marketing, legislation often protects those involved in 'statistical and scientific research' from certain responsibilities within the legislation. The dilemma facing market researchers is where those responsible for interpreting and enforcing the legislation place their industry. This is a grey area, where the picture varies from country to country, and also confronts the market research industry with a further key challenge: to what extent can it take advantage of the widening marketplace for personal data to facilitate relationship marketing, or CRM, without becoming viewed as having been subsumed within the direct marketing industry? This challenge has been posed by the regulators in the UK twice to date in the short history of data privacy legislation. Table 2 The five principles of data privacy
Notice
Advising people about how their personal data will be used and to whom it will be disclosed (transparency and informed consent)
2. Choice Providing opt-in or opt-out opportunities to prevent data being used for certain purposes 3. Access The rights of an individual to obtain a copy of their personal data and have any inaccuracies The ICC/ESOMAR Code specifically prevents members from using data collected as Confidential Survey Research for other purposes. This provides respondents with the necessary level of transparency and informed consent required by the EU Directive and thereby engenders trust in the research process. The Code is supported by additional notes and guidance that underline the need to separate and differentiate confidential survey research from other purposes for collecting personal data. 1 However, the downside is that this stance tacitly discourages members who wish to do so from collecting and using personal data for other purposes, and certainly does not provide members with any advice and guidance on best practice and how to keep within the law.
This position seems unacceptable in a world where data collection for other purposes remains a legal activity, and where market researchers have the most appropriate skill set to exploit the wider market opportunities to the full within database marketing and CRM.
The Market Research Society in the UK has tentatively taken the first steps to improve the situation, while still ensuring that confidential market research remains differentiated from other forms of data collection and that those participating in data collection projects are not confused about the purpose(s) for collecting the data.
Key learning point
If market researchers are to successfully embrace a world where CRM practices become the norm, then there is a need to rapidly develop a full, international framework for conducting and processing 'attributable' data projects.
Rule No. 8 The market researcher must become an influential boundary spanner
Taken together, the rules presented so far serve to raise questions about the role of the market researcher. If customer insight is to be the driver of the marketing process, then those managing the sub-process of market and customer understanding need to be at the heart of the matter. This calls for a skill set which enables them to draw on the most effective combination of data generation services externally, as well as an ability to communicate the learning internally. These insight managers must become proactive consultants within their organisations, rather than acting as simple, reactive service providers. They need to ensure that the insight generated becomes the dynamic cornerstone of all marketing activities which seek to engage the customer in any way. In best practice organisations, this appears to be happening. However, there are, perhaps, too many junior managers joining the profession who are not being trained to take on this enhanced role. This can only lead to the marginalisation of the profession over time.
A number of authors writing over ten years ago highlighted the debate surrounding the remit of the market researcher. In 1991, Bowles described the 1980s as a time when the major research companies ceased to be managed by people who understood the research business and called for the industry to invest in business and management training: 'Formal training for researchers will need to go beyond craft skills to create an understanding of production, distribution and marketing systems in client companies. ' This debate was taken further by Connell (1991) , who argued that market research is about researching markets, not just completing surveys. An emphasis on only parts of the task effectively leads to a situation where the job becomes deskilled, leaving a large area of high-value ground to be occupied by management consultancies. His description of the challenge facing market researchers then is as pertinent 12 years on:
The challenge ... is, therefore, increasingly to do with the use of multiple data sources, with finding ways of adding value to survey research, with defining the market researcher's role widely and with finding the right tools for the job. Turtle and Katryniak (1992) describes this as a need to prove market research is about more than clipboards and opinion polls. Opinion published at that time reflects a hope that developments in IT would help establish a more strategic role for market research. The continuing debate would suggest this has not happened. The fundamental question is, why not?
In moving market research from being perceived as a low-grade commodity business to assuming a real decision-making role, there is an implied requirement for changes in the role and status of the market researcher. They occupy a boundary-spanning role. These are people who 'connect an informal network with other parts of the company or with similar networks in other organisations' (Cross & Prusak 2002) . They operate at the periphery of the organisation. Organ (1971) argues that these roles are strategically important as 'linking pins' for several reasons:
• It is through their behaviour that the organisation adapts (or fails to adapt) to changes in the environment.
• It is through reports of the boundary spanners that other organisation members acquire their knowledge, perceptions and evaluations of the organisation's environments.
• It is through the vigilance of these roles that the organisation is able to monitor and screen important happenings in the environment.
• They function as 'sensory organs' for the organisation.
Later work extended the role to embrace that of an agent seeking to influence the decisions and behaviours of those individuals with whom they interact, both inter-organisationally and within their home organisation (Spekman 1979) . As Cross and Prusak (2002) note, boundary spanners are a rare breed primarily because most people do not have the breadth of intellectual expertise, the wealth of social contacts, and the personality traits necessary to be adopted by these different groups: 'They may have one or two of these components but rarely have all.' An underlying assumption here is that the researcher understands the language of the client. There is an important antecedent to this view. Professor Ralph Darendorf, the then President of the MRS, in his keynote address to the 1983 Market Research Society Conference, described research and decision making as two separate worlds. He urged market researchers to bridge this gap as research adds another dimension to decision making -a role requiring people prepared to straddle these two worlds and who have the expertise, courage and communication skills to do so (MRS Research 1983) . The question is, can market researchers be trained and developed to successfully take on this enhanced role? And is the current provision of training and development adequate?
Key learning point
The role and status of the market researcher needs to be transformed to reflect the new rules.
Rule No. 9 Change is necessary now to save market researchers from marginalisation
Perhaps some of the answers as to why the role of the market researcher has not shifted in line with other environmental changes were identified in the research undertaken as long ago as 1979 by Bill Shlackman. His work investigates why client-side market researchers are not as effective as they should be in influencing the direction of their organisations, and the paper provides some key recommendations that researchers need to adopt if their status is to improve:
• Get very involved with the marketing team and understand their problems.
• Anticipate research opportunities.
• Constantly develop research tools which relate to the commercial issues your company faces.
• Deliver your research faster.
• Investigate opportunities to deliver research 'online', especially continuous research.
• Encourage informal contact with users.
• Take all opportunities to 'educate' senior management on the actual and potential value of research to the business. • Be located with your key clients.
• Lobby for remuneration parity with the marketing team.
• Be sensitive to user needs.
• Create an 'open' relationship with users.
• Be self-critical.
• Be cognisant of interpersonal factors in the interface with users.
Has anything changed in the intervening quarter of a century? In essence all the above ring true today, including the application of technology to aid the research process. We would suggest that there are perhaps three other key recommendations:
• Market research should be creating a much wider input today than simply into the marketing team as clients.
• The important interfaces also extend into other sources of information about customers as part of a holistic knowledge management strategy, and the IT community.
• Other sources of customer information are now widely available, and much of this data is now generated within the organisation. Market research was a substructure within marketing, whereas today customer information management is a core competence. Shaw and White (1999) argue that the potential for the market research industry to assist managers in goal setting and evaluating the performance of marketing and customer-related activities is often overlooked or disregarded due to the low status of the market research process, and structure of the industry. They see the industry faced with challenges from consultants on the one hand, and from IT specialists on the other. In the former scenario, the competencies of consultancies in synchronising information with strategic initiatives and introducing consistency to the procurement and processing of projects push the current research process to one side. The threat from the IT industry is that processes can be dramatically transformed and speeded up through a restructuring and automation of data handling. But, as Shaw and White point out, these threats could be turned into significant opportunities by the innovative market research company. Sadly, in their survey, the majority of market research firms indicated a preference for the status quo.
Key learning point
The market researcher needs to be fully and effectively integrated within the organisation, and able to deliver a strategic view. This depends on possessing the necessary communications and assertiveness skills.
Concluding remarks
In the course of writing this paper we have reviewed a number of other papers and conference presentations from the past. We have been struck by how repetitive some of the messages have been and found ourselves asking why so little change has followed. We would offer the view that the industry has not moved quickly enough and appears to have been struck by a level of inertia characteristic of 'cultural prisoners' -those who find themselves doing things the way they've always been done simply because that's the way they've always been done. Are there any 'cultural architects' within the industry in a position to move now to build a brighter future?
These nine rules are offered as a manifesto for bringing about that change.
Key learning point
Market researchers can break out of their 'cultural prison' only by becoming 'cultural architects'. 
